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ABSTRACT 
 
The impact of advertising on brand association has raised many questions among scholars. Some 
agree that advertising can leverage and help building brand association in consumer’s perspective. 
Others are against this opinion. However, this research is trying to investigate whether advertising does 
correlate to brand association that later on impacts on purchase decision making. Data collected by 
interviewing respondents regarding car purchase in the showroom. The analysis is conducted by using 
path analysis. From the result, it is figured out that the influence/impact of brand association on purchase 
decision making is very low. Thus, other element such as advertising and any activities to leverage brand 
association should be taken into account. 
 




Dampak iklan terhadap asosiasi merek telah menimbulkan banyak pertanyaan di kalangan para 
peneliti. Beberapa peneliti setuju bahwa iklan dapat mengangkat dan membantu membangun asosiasi 
merek dalam perspektif konsumen. Sedangkan peneliti lain-lain menentang pendapat ini. Namun, 
penelitian ini mencoba untuk menyelidiki apakah iklan tidak berkorelasi dengan asosiasi merek yang 
kemudian berdampak pada keputusan pembelian keputusan. Data yang dikumpulkan melalui wawancara 
responden mengenai pembelian mobil di showroom. Analisis dilakukan dengan menggunakan analisis 
jalur. Dari hasil itu, menyadari bahwa pengaruh/dampak dari asosiasi merek pada pengambilan 
keputusan pembelian sangat rendah. Dengan demikian, unsur lain seperti iklan dan setiap kegiatan untuk 
asosiasi leverage merek harus diperhitungkan. 
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